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Advertising Research Foundation, Inc. 
ARF Position Paper: Phony or Misleading 


Archibald Crossley, and Daniel 
Starch. 


Polls. No. 6, pp. RC-3-8. Bartos, Rena. Qualitative Research: What It 
This article is a reprint of an ARF po- Is and Where It Came From. No. 3, pp. 
sition paper which identifies and ex- RC-3-6. 


amines two errant practices—the 
misrepresentation of some other mar- 
keting activity as research and the 
misrepresentation of research itself. 


Bartos’ speech sets qualitative re- 
search in cortext, explaining what it 
is and where it came from. Bartos re- 
views the historical framework of 


Andrews, Kirby. Communications Impera- qualitative research, hypothesis de- 
tives for New Products. No. 5, pp. 29-32. velopment, questionnaire design, the 

This article reports on the results of a a of qualitative aaa, and 
recently completed Phase One anal- e integration of qualitative research 
ysis of television advertising for new into the research process. 
products. The study demonstrates Barwise, T. P. Repeat Viewing of Prime-Time 
that it is possible to predict the prob- TV Series. No. 4, pp. 9-14. 
able success or failure of commercials This article brings together evidence 
for new products. from multiple and diverse data 

Axelrod, Joel N. Minnie, Minnie Tickled the sources which are all consistent in 

Parson. No. 1, pp. 89-95. showing that repeat-viewing of 

Axelrod updates his 1968 article “At- weekly prime-time series on the U.S. 
titude Measures that Predict Pur- networks is strikingly low—typically 
chase.” The article reviews what was only about 40 percent for adults and 
and what was not established in the even lower for children and teen- 
original research, outlines the con- agers. 
ceptual model for validating various Bayer, Judy. See Keon and Bayer. 
techniques and measures for pre- Bellizzi, Joseph A. See Hite and Bellizzi. 
dicting purchase, compares various Beltramini, Richard F., and Vincent J. 
reports on validation against the con- Blasko. An Analysis of Award-Winning 
ceptual model, and summarizes the Advertising Headlines. No. 2, pp. 48-52. 


author’s aspirations for the profes- 
sion over the coming decades. 
Banks, Seymour. Cross-National Analysis of 
Advertising Expenditures: 1968-1979. No. 
2, pp. 11-24. 
Using a multivariate approach, Banks 
attempts to discover the reason why 
the proporcon of annual Gross Na- 
tional Product spent on advertising 


An investigation exploring the con- 
tributions of headlines to successful 
print advertisements. The focus is 
meant to include only an assessment 
of the characteristics held in common 
by award-winning print advertise- 
ments, in hopes of expanding the 
understanding of headline award- 
winning ability. 


varies from almost zero in countries Blasko, Vincent J. See Beltramini and 
like Ethiopia and Nepal to two per- Blasko. 
cent in the United States and Swit- Bogart, Leo. Progress in Advertising Re- 
zerland. search? No. 3, pp. 11-15. 
Bartos, Rena. Founding Fathers of Adver- Bogart discusses ten major develop- 
tising Research. No. 1, pp. 13-53. ments that have taken place since the 


Reprint of Bartos’ 1976 interviews 
with: Ernest Dichter, George Gallup, 
Alfred Politz, Henry Brenner, A. C. 
Nielsen, Hans Ziesel, Frank Stanton, 


first edition of his book—"“’Strategy in 
Advertising” (1967). Four of the big 
changes are in advertising and six are 
in advertising research. 
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Bogart, Leo. What Forces Shape the Future of 
Advertising Research? No. 1, pp. 99-104. 
Bogart summarizes what he believes 
are the six major developments that 
are likely to have the greatest impact 
on the advertising research business 

in the future. 

Burnett, John J., and Alan J. Bush. Pro- 
Yuppies. No. 2, pp. 27-35. 

is study assesses the importance of 
the yuppies as a demographic group 
through an examination of several 
testable hypotheses. The authors 
provide guidelines for effectively 
reaching this group through both cre- 
ative and media strategies. 

Bush, Alan J. See Burnett and Bush. 

Cagley, James W. A Comparison of Adver- 
tising Agency Selection Factors: Advertiser 
and Agency Perceptions. No. 3, pp. 
39-44. 

This study determines factors which 
advertisers use to assess the capabili- 
ties of current or prospective agen- 
cies and to compare the factors with 
those which agencies perceive to be 
important in the selection process. A 
comparison of differences in the im- 
portance of several variables was 
conducted and a comparison be- 
tween two factor analytic structures 
generated. 

Cannon, Hugh M. Media-Market Matching 
versus “‘Random Walk’”’ in Television Media 
Selection. No. 2, pp. 37-41. 

This article reviews the reasons for 
present data limitations in media- 
market matching in television and 
explores the potential to make 
matching in television media selec- 
tion viable. 

Claggett, William M. The Long View of the 
Short Commercial. No. 4, pp. RC-11-12. 

Beyond the issue of clutter, Claggett 
examines how the problems of 
shorter commercials affect adver- 
tisers, agencies, and the media itself. 

Dillon, William R., Teresa J. Domzal, and 
Thomas J. Madden. Evaluating Alterna- 
tive Product Positioning Strategies. No. 4, 
pp. 29-35. 

The objective of this article is to pro- 
vide a methodology for evaluating 
the efficacy of one or more posi- 
tioning/repositioning campaigns in 
situations where configural invari- 
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ance of the non-referent brands is as- 
sumed to hold. 

Domazal, Teresa J. See Dillon, Domzal, and 
Madden. 

Durgee, Jeffrey F. Point of View: Using Cre- 
ative Writing Techniques in Focus Groups. 
No. 6, pp. 57-65. 

This article suggests a new way to 
identify product personalities by 
drilling focus group respondents in 
creative writing and then 
asking them to write brief descrip- 
tions of the product. 

Durgee, Jeffrey F. Richer Findings from 
Qualitative Research. No. 4, pp. 36-44. 

Durgee suggests new ways to ana- 
lyze qualitative research. The focus is 
how to interpret and think about 
“what's going on” in the consumer 
experience. 

Fabian, George S. 15-Second Commercials: 
The Inevitable Evolution. No. 4, pp. 
RC-3-5. 

Fabian reviews current facts about 
15-second commercials, shows some 
new data on their effectiveness, and 
suggests marketing, creative, and 
media considerations for the proper 
future use of 15-second commercials. 

Farley, John U. Are There Truly Interna- 
tional Products—And Prime Prospects For 
Them? No. 5, pp. 17-20. 

This article is about building interna- 
tionally generalizable knowledge of 
how buyers respond to marketing ef- 
forts in general and to advertising in 
particular. Farley also touches on glo- 
balization of markets and on the im- 
portance of copy research to interna- 
tional marketing. 

Fisher, Melvyn E. See Healey, Fisher, and 
Healey. 

Gelb, Betsy. See Zinkhan and Gelb. 

Ghorpade, Shailendra. Agenda Setting: A 
Test of Advertising’s Neglected Function. 
No. 4, pp. 23-27. 

This study tests the agenda-setting 
function of advertising in a two-stage 
model; first, from advertising sa- 
lience to salience in the public mind, 
and second from salience in the 
public mind to behavioral outcome. 

Grogan, Thomas J. See Struebbe, Kernan, 
and Grogan. 

Gullen, Phil, and Hugh Johnson. Relating 
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Product Purchasing and TV Viewing. No. Keon, John W., and Judy Bayer. An Expert 


6, pp. 9-19. Approach to Sales Promotion Management. 
In this study the authors have three _—No. 3, pp. 19-26. 


research objectives: to better under- 
stand how advertising affects sales, 
to identify effective frequency, and to 
test the logistics of having joint, de- 
tailed viewing and purchasing data 
on one panel. 

Haley, Russell I., and Philip J. Wein- 
garden. Running Reliable Attitude Seg- 
mentation Studies. No. 6, pp. 51-55. 

In an effort to demonstrate that 
large-scale benefit segmentation 
studies can produce reliable results, 
and to encourage their proper use, 
the authors summarize the results of 
a recently completed study. 


Healey, Grace F. See Healey, Fisher, and 


The authors offer guidelines to man- 
agers involved with sales promotion 
decisions for kaged-goods 
products. Specificajly, the article 
eri some insights regarding 

ow the value of the promotion 
should change for different brand sit- 
uations; what promotions are best for 
attracting the repeat purchases of 
noncurrent users, and some general 
characteristics of different promo- 
tions which, together with a listing of 
different promotion strategies for dif- 
ferent objectives can assist a promo- 
tion manager to select the best sales 
promotion. 


Kernan, Jerome B. See Struebbe, Kernan, 
and Grogan. 

Knuckles, Barbara M. New Techniques and 
Changes In Research Design—Their Impact 
On The Brand And Advertising Develop- 
ment Decision Process. No. 5, pp. 
RC-6-8. 


Healey. 

Healey, John S., Melvyn E. Fisher, and 
Grace F. Healey. Advertising Screamers 
versus Hummers. No. 6, pp. 43-49. 

This study examines the influences of 
the Federal Trade Commission on big 


advertisers and small advertisers in 
regards to what they claim in their 
commercials. 

Hite, Robert E., and Joseph A. Bellizzi. 
Consumer's Attitudes toward Accountants, 
Lawyers, and Physicians with Respect to 
Advertising Professional Services. No. 3, 
pp. 45-54. 

This study reports: consumers’ atti- 


Knuckles addresses two broad areas. 
First, new areas in research design— 
focusing on new types of research 
being conducted or anticipated. The 
second, new areas of experimental 
design, with the focus on some tech- 
niques being used in the U.S. and 
abroad which might gain more use in 
the future. 


tudes toward accountants, lawyers, Krugman, Herbert E. Low Recall and High 


and physicians; the specific differ- Recognition of Advertising. No. 1, pp. 
ences between consumers’ attitudes 79-86 


toward accountants, lawyers, and 
physicians with respect to adver- 
tising professional services; and iden- 
tifies factors related to consumers’ at- 
titudes toward accountants, lawyers, 
and physicians. 
Johnson, Hugh. See Gullen and Johnson. 
Kaatz, Ronald B. Media Connections in a 
Changing Consumer Environment. No. 2, 


Krugman updates his 1977 article 
“Memory without Recall, Exposure 
without Perception.” The author dis- 
cusses his present views on matters 
such as quick looks, short commer- 
cials, the pace of attention, the nature 
of the selective process, as well as 
some underlying aspects of the “‘rec- 
ition versus recall’ controversy. 


pp- RC-3-7. 
Kaatz tries to sort out what’s been 
happening in the changing media en- 


Lannon, Judie. New Techniques for Under- 
standing Consumer Reactions to Adver- 
tising. No. 4, pp. RC-6-9. 


vironment. He examines how the 
many different facets of the changing 
video environment are closely con- 
nected to one another and discusses 
their implications for the advertising 
industry. 


Lannon discusses two different types 
of models of the advertising process. 
The first is one on which the vast ma- 
jority of advertising research is based 
and the second model she describes 
is a theoretical rationale and method- 
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ology for designing and evaluating 
advertising in a holistic cultural way. 

Leckenby, John D. See Rice and Leckenby. 

Madden, Thomas J. See Dillon, Domzal, 
and Madden. 

Metzger, Gale. CONTAM’S VCR Research. 
No. 2, pp. RC-8-12. 

Metzger overviews a study which 
Statistical Research, Inc. conducted 
for CONTAM (The Committee on 
Nationwide Television Audience 
Measurement) on VCR household 
usage and measurement of commer- 
cial zapping. 

Meyers, Bruce. To Plan or Not to Plan. No. 
5, pp. 25-26. 

Meyers vents his opinions, arguing 
against the role of the agency planner 
in advertising. 

Michell, Paul C. N. Auditing of Agency- 
Client Relations. No. 6, pp. 29-41. 

This article reports on a study which 
explores the reasons why advertisers 
in the United States switch their ad- 
vertising agencies and compares the 
U.S. findings with a parallel United 
Kingdom study. 

Moran, William T. Advertising Research: 
What Is It All Coming To? No. 1, pp. 
107-111. 

Moran’s free translation of his survey 
of the ARF’s board members’ and 
council chairs’ opinions on how the 
six major developments in adver- 
tising (according to a Delphi-type 
study conducted by the Newspaper 
Advertising Bureau) will impact ad- 
vertising research. 

Moran, William T. The Science of Qualitative 
Research. No. 3, pp. RC-16-19. 

In his speech Moran vents his per- 
sonal views on qualitative research as 
a science, especially concentrating on 
the issue of focus groups. 

Ossip, Al. Likely Improvements in Data Col- 
lection Methods—What Do They Mean for 
Day-to-Day Research Management? No. 5, 
pp- RC-9-12. 

Ossip discusses the latest issues and 
developments in attitudinal data col- 
lection. He also discusses improving 
efficiency and quality in data 
collection. 

Overholser, Charles. Quality, Quantity, 
and Thinking Real Hard. No. 3, pp. 
RC-7-12. 
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Overholser contends that much of 
what is considered ‘qualitative’ re- 
search is actually ‘‘quantitative” re- 
search and explores the difference 
between the two. 

Plummer, Joseph T. The Role of Copy Re- 
search in Multinational Advertising. No. 5, 
pp. 11-15. 

Plummer shares some of his perspec- 
tives on the role of stimulus or ad 
testing in a cross-cultural environ- 
ment. 

Ray, Michael L., and Peter H. Webb. Three 
Prescriptions for Clutter. No. 1, pp. 

The authors update their 1979 article 
“Effects of TV Clutter.” They empha- 
size the findings of their recent re- 
search and that of others which pro- 
vide prescriptions for advertising in 
an increasingly cluttered television 
environment. 

Rice, Marshall D., and John D. Leckenby. 
An Empirical Test of a Proprietary Televi- 
sion Media Model. No. 4, pp. 17-21. 

The authors conducted the first 
large-scale test of a proprietary televi- 
sion media model in response to the 
industry's keen interest in assessing 
accuracy. 

Rust, Langbourne. Children’s Advertising: 
How It Works, How To Do It, How To 
Know If It Works. No. 4, pp. RC-13-15. 

Rust discusses recurrent misconcep- 
tions about children, children’s levels 
of understanding, and how to best 
approach advertising to children. 

Salmon, Caryn C. See Wackman, Salmon, 
and Salmon. 

Salmon, Charles T. See Wackman, 
Salmon, and Salmon. 

Sewall, Murphy A. See Stanley and 
Sewall. 

Stanley, Thomas J., and Murphy A. Se- 
wall. The Response of Affluent Consumers 
to Mail Surveys. No. 3, pp. 55-58. 

This study addresses the question- 
naire response behavior of the af- 
fluent. Three practical implications 
for obtaining information about af- 
fluent households are revealed. 

Stewart, David W. The Moderating Role of 
Recall, Comprehension, and Brand Differ- 
entiation on the Persuasiveness of Television 
Advertising. No. 2, pp. 43-47. 

This study examines the relationship 
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among three measures of ete pa 
performance: a delayed related- 
measure, a measure of key-message 
comprehension, and a pre-post expo- 
sure brand-choice measure. Also the 
presence or absence of a particular 
message characteristic, brand differ- 
entiation, was considered. 

Stewart, Jennifer. The Role and Evolution of 
the Agency Planner. No. 5, pp. 22-24. 

Stewart speaks on the role and evo- 
lution of agency planners from her 
experience at Ogilvy and Mather. 

Stoddard, Jr., Laurence R. Will Single 
— Data Change Media Planning? No. 

2, pp. RC-13-15. 

is article examines single-source 
data, especially as it applies to media 
planning and buying from the client/ 
agency point of view. 

Struebbe, Jolene M., Jerome B. Kernan, 
and Thomas J. Grogan. The Refusal 
Problem in Telephone Surveys. No. 3, pp. 
29-37. 

This study focuses on the refusal 
problem in consumer research con- 
ducted by telephone. It recognizes 
the refusal sources and emphasizes 
those sources over which a particular 
organization can exert some control 
when conducting a survey. 

Vaughn, Richard. How Advertising Works: 
A Planning Model Revisited. No. 1, pp. 
57-66. 

Vaughn describes his advertising 
planning model known as the FCB 
Grid. The model delineates four pri- 
mary advertising planning strategies 
—"informative,” “affective,” ‘‘ha- 
bitual,” and “satisfaction.” 

Wackman, Daniel B., Charles T. Salmon, 
and Caryn C. Salmon. Developing An 
Advertising Agency-Client Relationship. 
No. 6, pp. 21-28. 

This article examines the dynamics of 
the agency-client relationship from 
development to disintegration. The 
authors seek those factors that lead to 
satisfaction with the relationship at 
different stages in its development. 

Webb, Peter H. See Ray and Webb. 

Webber, John C. Packaged Goods Marketing 
Research—Where’s It all Going? No. 5, 
pp- RC-3-5. 

Webber describes nine shifts that he 
sees impacting research practice in 


packaged goods. These shifts are all 
interrelated. 

Weingarden, Philip J. See Haley and 
Weingarden. 

Wells, William D. Truth and Consequences. 
No. 3, pp. RC-13-16. 

Wells compiles the strengths and 
weaknesses of qualitative research 
and describes five ways in which 
qualitative research is intrinsically su- 
perior to quantitative research. 

Winters, Lewis C. The Effect of Brand Ad- 
vertising on Company Image: Implications 
for Corporate Advertising. No. 2, pp. 
54-59. 

Winters presents findings from re- 
search designed to measure the role 
of marketing image in forming 
overall attitudes toward a company. 
Also, the author presents some ad- 
vertising pretest data that shows how 
effective brand advertising can be in 
changing attitudes toward a com- 
pany— in this case, Chevron. 

Zietlin, David M. Measuring Emotional Re- 
sponse. No. 5, pp. 34-44. 

This article reviews relevant aspects 
of the theory of human emotion. 
Based on current research evidence, 
the author discusses a simple mea- 
surement system that can be readily 
integrated with standard testing pro- 
cedures. The author then discusses 
how the results from a number of 
cases validate practical theory on 
how to deploy emotional advertising 
content. 

Zinkhan, George M., and Betsy D. Gelb. 
What Starch Scores Predict. No. 4, pp. 
45-50. 

Through this study the authors at- 
tempt to answer the question—“Do 
Starch data predict such sought-after 
consumer responses as favorable atti- 
tudes and intention to purchase the 
advertised brand? 

Editorials by "r. Edward M. Tauber— 

Advertising in a Service Economy. No. 2, 


Adesttiaing Research Yesterday, Today and 
Tomorrow. No. 1, p. 9. 
«| Mergers and Agency Research. No. 3, 


p. 9 
The Fifteen- -Year Career. No. 6, p. 7. 
Promotion with a Capital ‘’P’’. No. 5, p. 9. 
Shopping at Home. No. 4, p. 7. 
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